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 Choose one area of your business
 Get a fresh perspective
 Choose ONE and IMPLEMENT
TEAM RESOURCES
Key employee Animal handling
Active Listening Company brand
Training Program Soil health
Outline
 Respect: A Contemplation
 Barriers to Respect
 RESPECT = Listening to Your Team
 RESPECT = Listening to Your Environment
RESPECT
Respect
 Individual - - - Business
 Business - - - Family
 Stewardship - - - Profitability
The Economist’s Perspective
Triple Bottom Line














on reason, ideas or facts
86%
Active/Fast Pace
enjoys a faster pace that is bold, assertive and dynamic
71%
People Orientation
on relationships or feelings
14%
Thoughtful/Moderate Pace




















































































 People are acceptable collateral 
damage
 Don’t mistake fear for respect
Entitlement
 Something you deserve due to position 
or rank (OR last name OR gender OR 
religion, etc etc)
 Focuses energy on retention of 





























Always Tuned To: W I I - FM
M M F I - AM
What’s in it for me?


















Speaking and Listening Rates
 We speak at _____ words per minute.
 We listen at _____ words per minute.










 Pace and delivery
 Lack of skill development
Avoid Tune-Out
 To address the speed differences, try 
these techniques
 Repeat back in your mind what the person 
has just said to you.
 Take notes
 Ask yourself “What?” questions, for 
example, “What is he really after here?”
Active Listening
 The key to active listening is to "mirror 
back" what your speaker said in a 
slightly modified format
 If your comment is accurate, your 
speaker’s face will reflect that they 
have been heard
Active Listening Starters
 If I'm right, what I hear you saying is ...
 I'll bet you felt really ... when ...
 As I understand it, you're 
feeling/thinking ...
 You must have been surprised ...
 So, if I could summarize, it seems to 
you that ...
The best way to persuade 
people is with your ears -- by 
listening to them. 











to RESPCT = Listening 
to Your TEAM
Employee Engagement
 Outcomes based engagement
 Measured by behaviors
 The extent to which employees commit to 
someone or something in their organization
 How hard employees work
 How long they stay
Source: The Corporate Leadership Council.  Driving Employee Performance 
Through Retention and Engagement. 2004
Employee Engagement
 Rational or “Mind” commitment
 Employees believe they will personally benefit from  
the team, manager or organization
 Financially, developmentally or professionally
 Leads to RETENTION
 Emotional or “Heart” Commitment
 Engaged employees go above and beyond the call of 
duty to meet business goals
 Engaged employees intend to stay at the 
organization longer
 Leads to DISCRETIONARY EFFORT
Source: The Corporate Leadership Council.  Driving Employee Performance 
Through Retention and Engagement. 2004
Average Workforce Engagement














Disaffected Agnostics Agnostics Agnostics True Believers
Source: The Corporate Leadership Council.  D
riving Em
ployee Perform
ance Through Retention 
and Engagem
ent. 2004





 NO!  
 No significant differences by segment
Source: The Corporate Leadership Council.  Driving Employee Performance 
Through Retention and Engagement. 2004
Cautions
 Engagement (rational and emotional) 
accounts for about 40% of observed 
performance differences
 Rest is training, experience, resources, etc
 Must begin by hiring high quality employees
 First, recruit and select VERY WELL
 Secure rational commitment first
 Folks must know they will be taken care of 
financially and professionally
Source: The Corporate Leadership Council.  Driving Employee Performance 
Through Retention and Engagement. 2004
Employee Engagement
 The 10/9 Rule
 Every 10% increase in commitment can 
decrease an employee’s probability of leaving 
9%
 The 10/6/2 Rule
 Every 10% increase in commitment can 
increase an employee’s discretionary effort by 
6%
 Every 6% increase in discretionary effort can 
increase performance by 2%
Source: The Corporate Leadership Council.  Driving Employee Performance 















Disaffected Agnostics Agnostics Agnostics True Believers
Source: The Corporate Leadership Council.  D
riving Em
ployee Perform




 Lowest engagement – 2.9% “True Believers”
 Highest engagement – 23.8% “True Believers”
 Potential yield a performance increase of 14%
 78 lbs to 89 lbs per cow per day
 FE from 1.35 to 1.54
Source: The Corporate Leadership Council.  Driving Employee Performance 
Through Retention and Engagement. 2004
How to Increase Employee Engagement?
1. Recruit talent to meet job needs
2. Directly enable performance through 
needed resources and development
THEN
3. Engage for performance




 During onboarding - CLEARLY lay out:
 WHAT the job is; and 
 WHY it’s important
 Ensure employees know how to complete their 
work AND how it’s linked to organizational 
success
 Even more important than access to resources, 






 Code of Conduct
 Financials
 Phased Introduction
 Long-term goal - be involved in planning & review
2. Culture Orientation
 Business Pillars








4. Roles & Responsibilities
 Level of Authority
 Authority Matrix
 Job Description








Engage for Performance, con’t
2. CUSTOMIZE
 Create training or development plan for each 
employee
Managers’ and Owners’ Roles




 Multiply and magnify commitment and 
productivity
 LISTENING = RESPECT





















 Even spending time on it is in 




 About feelings, not results?
 Isn’t my example enough?
 Move from understanding to 
respecting to valuing
Brand Definitions
BRAND: a valued relationship with a consumer
 Who is your consumer?
 Commodity producers
 Brand will usually equate with leader’s personal 
brand
 How you respect team and resources builds your 
brand
 Highly respected = Strong brand
Brand Management
1. Decide on the one or two things you want 
be known for in your key relationships
2. Define the behaviors that embody what 
you want your brand to stand for
Brand Management
3. Listen to what the community says your 
brand is and continue to measure if the 
behaviors you and your team are exhibiting 
are building the brand you have targeted
4. Develop consistency.  What you do 
consistently, good or bad, will be the basis 
of your brand. Exceptions in behavior or 
actions don’t count for much
Respect
 Feelings - - - Results
 Reputation - - - Results
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